1995 Index of 


American 
Demographics 


AZINE 


SUBJECT INDEX 


abortion 
rates: S/20-22 


advertising 
television: 0/18-19 
word of mouth: JI/38-44 
yellow pages: Mr/16-18 


affluent Americans 
values of: Ja/46-47 


aging 
eyesight: Je/34, 36-39 


alcohol 
microbrew beer: My/32-39 


Asian-Indian Americans 
Ag/32-39 


baby boom 
at mid-decade: Ap/40-45 
focus group: D/34-41 
reunions: D/30-32 
savings: JI/8, 59 
turns 50: D/22-33 


baby boomlet 
(See next baby boom) 


baby bust 
(See Generation X) 


births 
to teens: S/8 


brands 
private label: F/32-38 


British ancestry 
by county: 0/60 


California population forecasts: N/4 


cars 
air fresheners for: Mr/13 
audio systems for: JI/24 
business travel: Ag/50-55 
pricing of: Ap/16-18 


catalog shopping 
by men: Mr/22-23 


census 
efforts to reduce: 0/32-42 
online: Mr/52-54 
privacy issues: My/48-54 
types of users: N/19-20 





charitable giving 
Ag/20-21; D/15-17 


children 
by state: My/60 
radio: My/22-23 
rating parents: Je/19-22 


cities 
(See metropolitan areas) 


clothing 
and comfort: Je/17-19 
body shaping: F/50-57 


Clustering 
software: F/40-48 


colors 
naming of: 0/13-15 


consumer price index 
problems with: Je/8 


credit cards 
affinity cards: Mr/19-20 
incentives: Ag/19-20 


crime 
murder: S/15-17 
rates: Ag/22, 24-31 





teens: Je/22-23; F/19-20 


customer service 
how to: Mr/14-15 


dolls 
(See hobbies) 


education 
by county: 0/44-51 
projections: My/4, 6 
spouses: JI/32-37, 55 
vocabulary scores: Ap/13-14 


elderly 
by state: My/60 
home care: S/14-15 


employment 
(See labor force) 


eyesight 
aging: Je/34-39 
attitudes about: 0/2 
eyewear: Je/38-39 
reading: Je/2 


Filipino Americans 
marketing to: JI/15-16 


Florida 
population forecasts: D/4 
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food 
candy: S/10 
cereal: Je/10 
coffee projections: JI/4, 6 
coffee, instant: Ag/10 
condiments: My/10 
cooking: Mr/15-16; $/24-25 
health: Ap/20-22 
international prices: JI/18-20 
migration patterns: F/17-18 
pizza: Mr/10 
restaurant growth: Mr/60 
spreads: JI/10 
teens: S/24-25 
vegetables: 0/10 
vegetarian: Ja/9-10 


forecasts 
definition: D/8 
(See also market planning, 
projections) 


fragrances 
(See scent) 


funeral homes 
site selection: My/20-22 


gay 
(See homosexual) 


genealogy 
D/42-51 


gender 
ratios: F/11-12 


Generation X, Ap/24-39 


generations 
projections: Ja/4; Ja/52 
(See also baby boom, 
Generation X, next baby boom) 


greeting cards 
for birthday: Mr/20-22 


health 
by state: Mr/19 
eating habits: Ap/20-22 
fitness: N/17-18 
injuries: 0/16-17 
knee injuries: JI/20-22 
lactose intolerance: Ja/47-48 
smoking: Je/24-32 
social marketing: N/60-64 
stress: Mr/23-24: Ag/13-14 
stress, homosexual: Mr/23-24 


vitamins: N/10 
(See also eyesight) 


health care 
doctor/nurse ratio: Ap/18-20 


Hispanics 
media use: 0/21 


hobbies 
dolls: My/17-18 
quilting: Ap/14, 16 


home 
decorating: Ja/11, 38 


homosexuals 
and stress: Mr/23-24 
marketing to: My/40-47 


households 
projections: Mr/4, 6 
single-mother: JI/13-14; JI/60 


housing 
expandable: N/13-15 
rental: N/48-56 


humor 
F/21; Ap/22-23; Ag/16-18; 
0/15-16; N/20-21 


income 
by metropolitan area: 0/4-5 
distribution: F/2 


insurance 
changing market: 0/52-57 


international 
global markets: S/40-46 
Latin America: Mr/26-33 
market research: Ag/8 
Mexico: Ag/16 
television: My/14-16 
Tijuana: S/76 


Internet 
(See online use) 


IRS 
migration data: Ap/8 
tax evasion: F/15-16 


kinship 
projections: S/4, 6 


labor force 
base closures: Ja/41-42 


changes in: Ap/2 
gender: My/8; S/13-14 
hours worked: Mr/8, 51 
productivity: Je/4, 6 
relocating: N/15-16 
satisfaction: JI/26-31, 45 
SIC code changes: 0/8 
skills: Mr/2 

stressful jobs: Ag/13-14 


lawsuits 
who sues: Je/48-54 


lawyers 
advertising by: Je/54-55 


lesbian 
(See homosexual) 


libraries 
changes in: S/48-55 
San Francisco Public: 0/19-21 


lifespan 
by age: F/4, 6 


market planning 
making forecasts: Mr/34-40 
new technologies: JI/2 


market research 
for magazines: F/12-13 
how to conduct: S/56-63 
(See also international) 


marketing 
failures: F/8 
social: N/60-64 


media 
(See television, radio, and 
online use) 


men 
labor force: My/8 


metropolitan areas 
economic problems: Ag/18 
fastest-growing: Ap/4, 6 
incomes in: 0/4-5 
quality of life: S/18-20 


migration 
effect on U-Haul: D/19-20 
IRS data: Ap/8 
who moves: My/13-14 


military 
base closures: Ja/41-42 


(See metropolitan areas) 


next baby boom 
§/2; 0/22-31 


nonmetropolitan 
(See rural areas) 


online use 
census: My/2 
internet: Ag/14-16 
spending: Ap/46-54 


perfume 
(See scent) 


personal-care products 
teens: Ja/42-43 


pets 
products for: Ap/10 


pricing 
cars: Ap/16-18 


projections 
coffee consumption: Ag/4, 6 
college enrollment: My/4, 6 
definition: D/8 
eyesight: Je/34-39 
generations: Ja/4; Ja/52 
household: Mr/4, 6 
income: 0/4-5 
kinship: S/4, 6 
metropolitan areas: Ap/4, 6 
spending: Ja/12-19 
vacation travel: Jl/4, 6 
worker productivity: Je/4, 6 


public opinion 
pessimism: Ja/6 
scapegoating: N/2 


quality of life 
metropolitan areas: S/18-20 
states: F/13-14 


radio 
children: My/22-23 
use by Hispanics: 0/21 


religion 
church attendance: Ag/60 


retail 
trends: S/26-39, 64 
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rural areas 
by county: F/60 
growth: JI/46-54 


saving 
baby boom: JI/8, 59 
versus going out: JI/22-24 


scents 
Ag/40-49 


seasonality studies 
D/17-19 


segregation 
Chicago: Ap/60 


services 
trends: N/30-47 


SIC code 
changes: 0/8 


site location 
for funeral homes: My/20-22 


small business 
and growth: 0/17-18 


smoking 
air quality: Je/24-32 


spending 
business travel: Ag/50-55 
food: My/10; Je/10; JI/10; 
Ag/10; S/10 
information: Ap/46-54 
projections: Ja/12-19 
videotapes: D/10 


sports 
bicycling: Mr/42-50 
golf: JI/16-18 


states 
California: N/4, 6 


teens 
birth rates: S/8 
crime: F/19-20; Je/22-23 
food: S/24-25 
marketing to: N/22-28 


personal-care products: Ja/42-43 | 


telecommuting 
myths. Je/15-16 


telephones 
unlisted: Je/60 





television 
advertising: 0/18-19 
cable: Je/40-46 
channel surfers: D/13-15 
Hispanics: 0/21 
interactive: Je/13-14 
international: My/14-16 
satellite: Je/46-47 
viewership: My/24-31 


time use 
executives: Ja/38,41 
hours worked: Mr/8, 51 





travel 
business, by car: Ag/50-55 
vacation: JI/4, 6 


United States 
in profile: F/23-31 


urban 
(See metropolitan areas) 


vasectomy 
rates: D/20-21 


videotape 
spending: D/10 


vision 
(See eyesight) 


vitamins 
spending: N/10 


women 
glass ceiling: N/8 
labor force: S/13-14 
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